Guided by Hofstede's (Culture's consequences: Comparing values, behaviors, institutions, and organizations across nations, 2001) cultural value of uncertainty avoidance, this study tests whether the effect of concrete vs. abstract CSR campaign messages on attitude toward the company and purchase intention varies by cultural difference in uncertainty avoidance and whether such effect is mediated by the perceived clarity of the message and perceived CSR. Lab experiments were performed in the U.S. and South Korea with American and Korean college students. Two-way ANOVA results revealed the relative advantage of concrete message on attitude toward the company and purchase intention among Koreans (vs. Americans) with high (vs. low) uncertainty avoidance. A series of bootstrap analysis testing multiple mediation models showed that the relative advantage of concrete message among Koreans was mediated by their perceived message clarity and perceived CSR in response to the concrete message. By identifying an international CSR campaign message strategy, the findings contribute to research on cross-cultural campaigns and CSR campaign effects.
Introduction
According to a recent report from Cone Communications (2012) , there is strong evidence of consumers' increasing focus on CSR activities: 83 % of Americans wish brands and companies would support worthy causes, and 41 % have purchased a product associated with a cause. This holds true for consumers with different cultural backgrounds. For instance, 64 and 63 % of consumers in Asia and Latin America are respectively willing to pay more to purchase products or services from companies devoting themselves to CSR activities (Nielsen 2014) . This global trend may be linked to companies' active participation in global CSR activities. According to Reputation Institute (2012), 100 reputable companies across 15 countries have spent 102.6 million dollars for implementing global CSR activities.
Despite companies' active participation in CSR activities, it remains unclear how they may effectively communicate CSR activities with consumers from different cultural backgrounds. CSR communication strategies that are adapted to consumers' cultural backgrounds could be essential (Ding 2006) , especially when the message content and audience's message perception are tied to cultural values (e.g., Kim & Johnson 2013) . As individuals' cultural backgrounds are important consumer factors influencing campaign effects and effectiveness (de Mooij 2010) , previous studies suggests the relative advantages of culturally adapted messages over standardized or culturally non-adapted messages (Han & Shavitt 1994; Zhang & Gelb 1996) . Some CSR campaign messages include the information of a company's CSR activities in detail (e.g., type of CSR activities and donation amount), while others are not more image-or feeling-oriented Pracejus et al. 2003; Yoon 2015) . Some researchers suggested that cultural values would play an important role in influencing the effects of CSR campaign messages with various degrees of CSR-related information presented in the messages (e.g., Bae 2011; Lee 2008) .
With these situations as backdrops, this study tests the cultural differences of uncertainty avoidance level in the effects of concrete vs. abstract CSR messages on attitudes toward the company and purchase intention. In comparing different cultural groups, this study is based on a sample of Koreans and Americans. Koreans and Americans characterized as individuals with higher and lower uncertainty avoidance, respectively (de Mooij & Hofstede 2010; Hofstede 2001; Hofstede et al. 2010) .
In order to further understand the process whereby the effects of concrete vs. abstract CSR messages vary by the level of uncertainty avoidance, this study tests the mediating role of perceived message clarity and perceived CSR as mediators (Kim et al. 2010; Lichtenstein et al. 2004 ). In particular, this study adopts a multiple mediation approach to examine whether perceived message clarity and perceived CSR vary by cultural difference in response to the abstract vs. concrete messages, which may subsequently influence attitudes toward the company and purchase intention (Kim et al. 2010; Lin et al. 2011; Stanaland et al. 2011; Tian et al. 2011) . In doing so, this study would contribute not only to the research stream on CSR communication research and campaign development, especially campaigns targeting different cultural or sub-cultural groups, but also to research on crosscultural campaign effects.
Literature review and hypotheses

Corporate social responsibility (CSR) activities and campaigns
As a social obligation to represent a positive commitment to society, corporate social responsibility (CSR) is defined as the obligation "to pursue those policies, to make those decisions, or to follow those lines of action which are desirable in terms of the objectives and values of our society" (Bowen 1953, p. 6) . Previous research indicates that CSR is effective in improving not only companies' financial performances (Orlitzky et al. 2003; Pava & Krausz 1996) , but also consumers' perceptions and beliefs about companies (Gonzalez 2007; Luo & Bhattacharya 2006; Pfau et al. 2008; Sen et al. 2006 ). For instance, Pfau et al. (2008) found that CSR campaigns tended to enhance an organization's image, reputation, and credibility. Gonzalez (2007) also showed that CSR campaigns generated consumers' beliefs about an organization's contributions to the community and its trustworthiness. Thus, it is reasonable to expect that CSR advertising campaigns, which communicate an organization's socially responsible activities, would be likely to produce consumers' positive responses.
Cause-related marketing (CRM), a marketing form of CSR to communicate companies' donations to worthy causes, tends to generate similar positive outcomes (Nan & Heo 2007; Ross et al. 1992; Smith & Alcorn 1991; Webb & Mohr 1998) . For instance, consumers generally believe that CRM is a good way for companies to perform socially responsible behaviors (Ross et al. 1992) . Consumers also tend to form positive attitudes toward the ad, company, brand, and product involved in a CRM campaign (Nan & Heo 2007; Ross et al. 1992; Webb & Mohr 1998) . Furthermore, consumers are willing to purchase products from companies committed to CSR activities (Smith & Alcorn 1991) . Du, Bhattacharya, and Sen (2010) noted that message content and communication channels in CSR communications played an important role in affecting consumers' beliefs, attitudes, and behaviors. For instance, messages communicating CSR activities that are congruent (vs. incongruent) with an organization's characteristics (Menon & Kahn 2003; Sen & Bhattacharya 2001) and highlighting an organization's commitment to CSR activities (e.g., the amount of input) (Du et al. 2010; Dwyer et al. 1987) have been found to be effective. The following section discusses one of the CSR message strategies, namely, concrete vs. abstract message strategy.
Concrete vs. Abstract message strategy in CSR advertising campaign effects
Although CSR campaigns generally produce consumers' favorable responses (Gonzalez 2007; Pfau et al. 2008) , previous research has not documented definitive answers to a companies' concern. The concern is related to the degree to which companies need to communicate CSR activities in detail. In the absence of the answer, some companies create CSR campaigns including specific facts (e.g., donation amount and the type of CSR activities) based on concrete terms and expressions, while other companies implement CSR campaigns using abstract expressions Pracejus et al. 2003) .
The concrete message strategy is characterized as the use of specific information, terms, and expressions in messages so that audiences can easily understand and process the message (Hitchon et al. 1994; Liang & Cherian 2010) . In contrast, the abstract message strategy is characterized as the use of abstract terms and expressions (e.g., hope and happiness) in messages and, thus, audiences do not receive detailed information. Applying this concrete vs. abstract message strategy to the CSR advertising campaign context, consumers exposed to a concrete CSR campaign message could process information embedded in the message more easily than those exposed to an abstract CSR message.
Some studies reported that concrete advertising messages were more effective (Atkin et al. 2008; Hitchon et al. 1994; Ketelaar et al. 2010; Rossiter & Percy 1980) , whereas other studies found that abstract messages were more effective (Eisenberg 1984; Ha & Hoch 1989; Hoch & Ha 1986; McQuarrie & Mick 2003) . For example, Hitchon et al. (1994) showed that music video ads with a lower level of abstractness produced more favorable attitudes toward the ad and brand. Ketelaar et al. (2010) also found that consumers exposed to traditional ads were more likely to form positive attitude toward the ad than they do with open ads, which did not guide to specific information. In contrast, Ha and Hoch (1989) showed that consumers were more likely to be persuaded by ads with abstract components.
The cultural value of uncertainty avoidance
The cultural dimension of uncertainty avoidance (de Mooij & Hofstede 2010; Hofstede 2001; House et al. 2010 ) can serve as a useful theoretical framework for explaining individuals' different responses to concrete vs. abstract CSR campaign messages. This is because different values held by individuals with different cultural backgrounds are likely to affect their patterns of message processing (Nisbett 2003; Nisbett & Masuda 2003) .
Uncertainty avoidance is defined as "the extent to which people feel threatened by uncertainty and ambiguity and try to avoid these situations" (de Mooij & Hofstede 2010, p. 89 ). Individuals with a strong level of uncertainty avoidance are reluctant to accept changes and innovation (Yaveroglu & Donthu 2002; Yeniurt & Townsend 2003) and are more likely to establish detailed practices and social norms (Javidan et al. 2006) . In contrast, individuals with a low level of uncertainty avoidance are willing to accept changes and take unknown risks (Yaveroglu & Donthu 2002; Yeniurt & Townsend 2003) and tend to prefer simple processes in the work situations (Javidan et al. 2006 ). Countries such as Japan, South Korea, and Greece are considered as high uncertainty avoidance societies, whereas countries such as the United States and Great Britain are considered as low uncertainty avoidance societies (Hofstede 2001 ).
The differences in the level of uncertainty avoidance among individuals from various cultural backgrounds are observed in a wide range of contexts and forms. Particularly, trust in other people and organizations and preference for clarity in consumer behaviors and organizational practices are relevant to this study. Given that trust can be considered as an individual's openness to take risk in a relationship (Schoorman et al. 2007) , individuals with high uncertainty avoidance do not easily trust other people (Hofstede 2001) . In contrast, individuals with low uncertainty avoidance tend to believe that most people can be trusted (Hofstede 2001) . Similarly, Schoorman et al. (2007) found that people with high uncertainty avoidance were less likely to trust in for-profit companies than those with low uncertainty avoidance.
Individuals with high uncertainty avoidance are more likely to have a stronger need for clarity in consumer behaviors and organizational practices (Adler 1997; Lynn et al. 1993; Newman & Nollen 1996) . In particular, people with high uncertainty avoidance were less likely to engage in nonobligatory consumer behaviors (e.g., tipping) (Lynn et al. 1993 ). Newman and Nollen (1996) found that the clarity of management practices produced high work-unit performances among individuals with high uncertainty avoidance.
The role of uncertainty avoidance in affecting the concrete vs. abstract message effects Considering the suggested connection between individuals' level of uncertainty avoidance and their beliefs and behaviors, the effects of concrete vs. abstract CSR messages may vary by individuals' level of uncertainty avoidance. Particularly, it is expected that individuals with a high level of uncertainty avoidance would respond to the concrete (vs. abstract) CSR campaigns more positively, whereas individuals with a low level of uncertainty avoidance would not be likely to respond to the concrete and abstract CSR campaigns differently.
Previous empirical studies found that advertising messages congruent with the target consumers' uncertainty avoidance were more persuasive (Garcia & Yang 2006; Reardon et al. 2006) . For instance, Garcia and Yang (2006) found that consumers with high uncertainty avoidance generated more favorable attitude toward the mild sex-appeal ad, whereas consumers with low uncertainty avoidance generated more favorable attitude toward the strong sex-appeal ad. This is because sex-appeal ads are often considered controversial and challenging in terms of the traditional ethical standard. Furthermore, Reardon et al. (2006) demonstrated that adolescents with high uncertainty avoidance responded more favorably to the negative (vs. positive) anti-smoking ad message, resulting from the fact that they were more motivated to avoid taking risks.
A few studies have been conducted to test the role of uncertainty avoidance in influencing the effects of concrete vs. abstract advertising messages. Particularly, Liang and Cherian (Liang & Cherian 2010) tested the effects of concrete vs. abstract advertising messages by comparing Chinese consumers of high uncertainty avoidance with Americans consumers of low uncertainty avoidance. They found Chinese consumers who were more sensitive to their traditional values had more favorable attitude toward the ad with concrete words and ad contexts than with abstract words and no expressions. In contrast, American consumers who were less sensitive to others challenging their traditions did not show different levels of attitude toward the ad in response to concrete and abstract ad messages.
Applying a study by Liang and Cherian (Liang & Cherian 2010) to this study's context, for individuals with a high level of uncertainty avoidance, a straightforward CSR message having specific information would be evaluated more positively. On the other hand, an abstract CSR message without clear information would be evaluated negatively. For individuals with a low level of uncertainty avoidance, two message conditions would not be evaluated differently. Thus, the following two hypotheses are posed:
Hypothesis 1: The concrete (vs. abstract) CSR message will produce more positive attitude toward the company for Koreans. However, such effects will not be observed for Americans.
Hypothesis 2: The concrete (vs. abstract) CSR message will produce greater purchase intention for Koreans. However, such effects will not be observed for Americans.
Perceived message clarity and perceived CSR as mediators
Perceived message clarity and perceived CSR may provide an explanation for why the positive effects of the concrete CSR message would be more prominent for some consumers. First, perceived message clarity is characterized as the extent to which audiences perceive media messages as clear and understandable without ambiguity or noise (Darley & Smith 1995; Kim 2006; Kim et al. 2010; Yalch & Elmore-Yalch 1984) .
Research indicates that perceived message clarity is an outcome of concrete messages (Yalch & Elmore-Yalch 1984 ) and a predictor of consumers' positive responses to such messages (Kim et al. 2010 ). More specifically, Yalch and Elmore-Yalch (Yalch & Elmore-Yalch 1984) found that the message with a quantitative body copy, defined as a message with more clear evidence, generated a higher level of perceived message clarity than the non-quantitative message. Moreover, Kim and his colleagues (Kim 2006; Kim et al. 2010 ) considered message clarity one of the creative strategies and demonstrated that message clarity was a significant positive predictor of attitudes toward the ad and brand.
Perceived CSR is characterized by individuals' perceptions of a company incorporating charitable activities into its business (Drumwright & Murphy 2001; Hess et al. 2002; Lichtenstein et al. 2004) . Research indicates that perceived CSR is a response to CSR campaign messages (Lin 2005 ) and the antecedent of consumers' positive responses to CSR activities (Lin et al. 2011; Stanaland et al. 2011; Tian et al. 2011 ). More specifically, Tian et al. (2011) showed perceived CSR was a significant positive predictor of attitudes toward the company and purchase intentions. Similarly, Lin et al. (2011) documented that perceived CSR led consumers to trust the company, which subsequently generated greater purchase intentions. Additionally, Stanaland et al. (2011) found that perceived CSR positively influenced perceived corporate reputation, trust in the company, and consumer loyalty.
Taken together, perceived message clarity and perceived CSR are expected to mediate different responses to concrete CSR messages among individuals with high vs. low uncertainty avoidance (Kim 2006; Kim et al. 2010; Lin et al. 2011; Stanaland et al. 2011; Tian et al. 2011; Yalch & Elmore-Yalch 1984) . In other words, individuals with high uncertainty avoidance, compared to those with low uncertainty avoidance, would perceive the CSR campaign with concrete message components as more clear and understandable and perceive the company as actively incorporating charitable activities into its business. Those perceptions would subsequently result in their more positive attitudes toward the company and higher purchase intention. Thus, the following two mediation hypotheses are posed:
Hypothesis 3: The concrete message will generate higher perceived message clarity, which will have a positive effect on (a) attitude toward the company and (b) purchase intention for Koreans, but not for Americans.
Hypothesis 4:
The concrete message will generate higher perceived CSR, which will have a positive effect on (a) attitude toward the company and (b) purchase intention for Koreans, but not for Americans.
Method
A two message condition (concrete vs. abstract) by two cultural group (Koreans vs. Americans) factorial design was used. The concrete message condition included the specific information of a fictitious telecommunications company's CSR activity, habitat movement, whereas the abstract message did not provide any specific information about the company's CSR activity, but included abstract terms (e.g., happiness) only. Detailed descriptions about stimuli is discussed below.
This study tested the effects of concrete vs. abstract messages promoting a company's CSR activity based on participants from Korea and the U.S. Korea is considered one of the most uncertainty avoiding countries in the world, whereas the U.S. is considered a relatively uncertainty accepting country (Hofstede 2001; Hofstede et al. 2010) .
Sample
A total of 90 American participants were recruited from undergraduate courses in a large Midwestern university in the U.S., and a total of 110 Korean participants were recruited from undergraduate courses at a large private university in Daegu, South Korea. The participating students received extra credit points in exchange for their voluntary participation.
The average age of the participants in the sample ranged from 19 to 33, and the mean age was 21.93 (SD = 1.87). In addition, 56 % of the participants were female. In terms of Korean participants, 56 % were female, and their age ranged from 19 to 33 (M = 22.23, SD = 2.03). In terms of American participants, 57 % were female, and their age ranged from 19 to 25 (M = 21.55, SD = 1.55). Most of the participants were Caucasians (79 %), followed by Asians/Asian Americans (11 %), others or mixed race (6 %), African-Americans (2 %), and Hispanics (2 %).
Stimuli
In this study, we created two versions of print ad promoting a company's CSR activity. To avoid priming any existing attitudes toward the company or business-specific stereotypes, a fictitious telecommunications company, Young Telecommunications, was used. Telecommunication companies have been often used in research on CSR campaign effects (e.g., Kim 2011). The habitat movement was used as the company's CSR activity because it is one of the most widely used CSR activities worldwide (Habitat for Humanity 2013).
As described earlier, the conceptualization of the concrete (vs. abstract) condition in this study's context was defined the amount of specific information presented in the message. Based on Hitchon et al. (1994) , the concrete message with detailed information is considered having enough concrete words and contexts for message recipients to avoid multiple interpretations and have a clear understanding of the message. On the contrary, the abstract message without detailed information is considered having many abstract words and, consequently, message recipients would be less likely to understand the message clearly.
Based on this conceptualization, both conditions read identical headline and sub-headline: "We will deliver hope to places in need and step up for the happiness of global citizens. Young Telecommunications is creating a world with dreams and a future through the habitat movement." In the following, the concrete message condition provided detailed information in the body copy such that Young Telecommunications' habitat movement in Southeast Asia has contributed to addressing severe housing problems, whereas the abstract message condition did not provide any specific information about this habitat movement. At the end of the body copy both conditions read an identical message describing the role of the habitat movement in addressing residential problems (see Appendix).
Procedure
The experiments were conducted in experimental labs in Korea and the U.S. Participants from each cultural group were randomly assigned to one of the two message conditions. There were 55 Koreans and 45 Americans in the concrete message condition, and there were 55 Koreans and 45 Americans in the abstract message condition. They were asked to view a printed version of advertisement and were asked to complete a questionnaire, which included questions about their responses to the message.
Measures
Attitudes toward the company
Participants were asked to indicate their attitudes toward the company using three 7-point semantic differential items: "bad-good," "unfavorable-favorable," and "negative-positive" (MacKenzie et al. 1986 ). The inter-item consistency for attitudes toward the company was acceptable, and the responses were averaged across the three items (Total: Cronbach's α = .93, M = 4.96, SD = 1.11; Korea: Cronbach's α = .91, M = 4.75, SD = 1.10; U.S.: Cronbach's α = .94, M = 5.21, SD = 1.08).
Purchase intention
Purchase intention was measured by asking participants' agreement to the two measurement items: "It is likely that I will buy a Young Telecommunication's product in the near future" and "I intend to buy a Young Telecommunication's product in the near future" (Capella et al. 2010) . The inter-item consistency for purchase intention was acceptable, and the responses were also averaged across the two items (Total: Pearson's r = .79, M = 3.46, SD = 1.27; Korea: Pearson's r = .79, M = 3.84, SD = 1.23; U.S.: Pearson's r = .80, M = 2.98, SD = 1.16).
Perceived message clarity
Perceived message clarity was measured by asking participants to indicate the extent to which they believe the ad is "not easy to understand-easy to understand," "not immediately understandable-immediately understandable," "unclear-clear," and "not concise-concise" (Kim et al. 2010 ). The inter-item consistency was acceptable, and the responses were averaged across the four items (Total: Cronbach's α = .88, M = 4.11, SD = 1.40; Korea: Cronbach's α = .89, M = 3.90, SD = 1.48; U.S.: Cronbach's α = .86, M = 4.37, SD = 1.26).
Perceived CSR
Perceived CSR was measured by asking participants' agreement to the four measurement items. The items included: "Young Telecommunications is committed to using a portion of its profits to help others;" "Young Telecommunications gives back to the communities in which it does business;" "Young Telecommunications integrates charitable contributions into its business activities;" and "Young Telecommunications is greatly involved in corporate giving" (Lichtenstein et al. 2004 ). The inter-item consistency was acceptable, and the responses were averaged across the four items (Total: Cronbach's α = .87, M = 4.70, SD = .98; Korea: Cronbach's α = .88, M = 4.56, SD = 1.10; U.S.: Cronbach's α = .84, M = 4.87, SD = .79).
Cultural group manipulation check
The cultural group manipulation check items assessed whether participants hold different levels of uncertainty avoidance. Specifically, participants were asked to indicate their agreement to the following statements (Furrer et al. 2000) : "High stress and subjective feeling of anxiety are frequent among people;" "Fear of ambiguous situations and of unfamiliar risks is normal;" "Uncertainty is a normal feature of life and each day is accepted as it comes (reverse-coded);" and "Emotions should not be shown (reverse-coded)." (Total: Cronbach's α = .70, M = 5.34, SD = 1.06; Korea: Cronbach's α = .72, M = 5.48, SD = 1.10; U.S.: Cronbach's α = .65, M = 5.17, SD = .99).
Message manipulation check
The message manipulation check items assessed whether participants perceived that the advertising message is clear and understandable. Specifically, participants were asked to indicate their agreement to the following statements: "It is clear what the message the company would like to convey through the ad" and "It is easy to understand the message that the company would like to convey through the ad." The inter-item consistency was acceptable, and the responses were averaged across the two items (Total: Pearson's r = .80, M = 4.14, SD = 1.43; Korea: Pearson's r = .81, M = 3.93, SD = 1.33; U.S.: Pearson's r = .78, M = 4.40, SD = 1.50).
Results
Cultural group manipulation check
Cultural group manipulation checks tested if Korean and American participants hold different levels of uncertainty avoidance. As expected, Korean participants (M = 5.48) held significantly stronger uncertainty avoidance than American participants (M = 5.17) (F (1, 198) = 4.27, p < .05, η 2 = .02).
Message manipulation check
The results of manipulation check verified that the participants perceived the two advertising messages differently. Particularly, the concrete message (Total: M = 4.52, SD = 1.40; Korea: M = 4.25, SD = 1.25; US: M = 4.83, SD = 1.43), compared with the abstract message (Total: M = 3.77, SD = 1.36; Korea: M = 3.60, SD = 1.34; US: M = 3.97, SD = 1.46), contained clear information about the company's CSR activity (Total: t (198) = 3.84, p < .01; Korea: t (108) = 2.64, p < .01; US: t (88) = 2.85, p < .01).
Interaction effects between message condition and cultural group H1: interaction effect on attitude toward the company H1 predicted that the concrete message would produce more positive attitude toward the company for Koreans. Two-way ANOVA results revealed significant interaction between message condition and cultural group (F (1, 195) = 5.62, p < .05, η 2 = .03) (see Fig. 1 ). Additionally, significant main effects were found for message condition (F (1, 195) = 9.38, p < .01, η 2 = .05) and cultural group (F (1, 195) = 9.30, p < .05, η 2 = .05). The concrete (vs. abstract) message and Americans (vs. Koreans) showed higher attitude toward the company. As shown in Table 1 , the results from planned contrast tests showed that Koreans showed significant higher mean scores of attitude toward the company after receiving the concrete message (M = 5.16) than the abstract message (M = 4.34). Americans also showed higher mean scores of attitude toward the company after receiving the concrete message (M = 5.26) than the abstract message (M = 5.16). However, this mean difference was not statistically significant. The result indicates that the positive impact of the concrete message on attitude toward the company is greater for Koreans and that such effect is not observed for Americans. Thus, the result provides support for H1.
H2: interaction effect on purchase intention
H2 predicted that the concrete message would produce higher purchase intention for Koreans. Two-way ANOVA results revealed a significant interaction between message condition and cultural group (F (1, 196) = 5.18, p < .05, η 2 = .03) (see Fig. 2 ). In addition, significant main effects were found for message condition (F (1, 196) = 17.05, p < .01, η 2 = .08) and cultural group (F (1, 196) = 28.39, p < .01, η 2 = .13). The concrete (vs. abstract) message and Koreans (vs. Americans) showed higher purchase intention. As presented in Table 1 , the results from planned contrast tests showed that Koreans showed significant higher mean scores of purchase intention after receiving the concrete message (M = 4.36) than the abstract message (M = 3.33). Americans also showed higher mean scores of purchase intention after receiving the concrete message (M = 3.13) than the abstract message (M = 2.83). However, this mean difference was found to be statistically non-significant. The result indicates that the positive impact of the concrete message on purchase intention is greater for Koreans and that such effect is not observed for Americans. Thus, H2 was supported.
Mediation analyses
A multiple mediation model was tested, separately for Americans and Koreans (Preacher & Hayes 2008) . As this study has two dependent variables, namely, attitude toward the company and purchase intention, it tested two multiple mediation models separately for Americans and Koreans. To test the significance of the indirect effects, this study performed a bootstrap analysis by using an SPSS macro (Mallinckrodt et al. 2006; Preacher & Hayes 2008) . In particular, the original sample of 90 Americans and 110 Koreans were used to generate a bootstrap sample of 90 and 110 participants with replacement. Testing the significant of indirect effects was based on these American and Korean bootstrap samples, and it was repeated with 5000 samples to obtain parameter estimates.
H3: perceived message clarity as a mediator H3 predicted a significant mediation effect on (a) attitude toward the company and (b) purchase intention such that perceived message clarity would play a mediating role in explaining the effects of the positive effects of concrete (vs. abstract) message on (a) attitude toward the company and (b) purchase intention for Koreans. Figure 3 shows the results among The abstract message 2.83 1.01
Note: *p < .05 Koreans. Koreans perceived a concrete message to be more clear compared to an abstract message (b = .79, p < .01). However, perceived message clarity did not have a significant impact on attitude toward the company (b = .11, p = .09). Additionally, Koreans perceived a concrete message to be more clear compared to an abstract message (b = .81, p < .01), which in turn, generated higher purchase intention (b = .22, p < .01). As shown in Table 2 , the indirect effect of concrete (vs. abstract) message on purchase intention through perceived message clarity was significant, but not on attitude toward the company. Figure 4 shows the results among Americans. The concrete message did not have a significant effect on perceived message clarity (b = −.13, p = .62). Perceived message clarity did not have significant effects on (a) attitude toward the company (b = .09, p = .27) and (b) purchase intention (b = −.04, p = .67). Consequently, the indirect effects of concrete (vs. abstract) message on attitude toward the company and purchase intention through perceived message clarity were not significant (see Table 2 ).
The findings demonstrated that perceived message clarity played a mediating role in the effect of the concrete message on purchase intention, but not on attitude toward the company for Koreans. Perceived message clarity was not found be a significant mediator of the effects of the concrete message on attitude toward the company and purchase intention for Americans. Thus, H3a was not supported, whereas H3b was supported.
H4: perceived CSR as a mediator
H4 predicted a significant mediation effect on (a) attitude toward the company and (b) purchase intention such that perceived CSR would play a mediating role in explaining the effects of the positive effects of concrete (vs. abstract) message on (a) attitude toward the company and (b) purchase intention for Koreans. Figure 3 shows the results among Koreans. Koreans showed higher perceived CSR in response to a concrete message, compared to an abstract message (b = .52, p < .01), which in turn produced more positive attitude toward the company (b = .54, p < .01). Additionally, Koreans showed higher perceived CSR in response to a concrete message, compared to an abstract message (b = .58, p < .01), which in turn produced higher purchase intention (b = .41, p < .01) As shown in Fig. 3 A multiple mediation model for Koreans. Unstandardized regression coefficients from a bootstrap analysis are provided along the paths, with effects on attitude toward the company outside brackets and effects on purchase intention inside brackets. Note. c is the total effect, which refers to the effect of concrete message on outcome variables without two mediators, and c' is the direct effect, which refers to the effect of concrete message on outcome variables after controlling for two mediators. **p < .01. ***p < .001 concrete (vs. abstract) message on attitude toward the company and purchase intention through perceived CSR were significant. Figure 4 shows the results among Americans. The concrete message did not have a significant effect on perceived CSR (b = .02, p = .92). Perceived CSR had a significant effect on attitude toward the company (b = .64, p < .01), but not on purchase intention (b = .21, p = .21). As shown in Table 2 , the indirect effects of concrete (vs. abstract) message on attitude toward the company and purchase intention through perceived CSR were not significant.
The findings demonstrated that perceived CSR played a mediating role in the effects of the concrete message on attitude toward the company and purchase intention for Koreans, but not for Americans. Thus, both H4a and H4b were supported.
Discussion
In this study, we examined (1) the role of uncertainty avoidance in influencing the effects of concrete vs. abstract CSR messages on attitude toward the company and purchase intention and (2) the role of perceived message clarity and perceived CSR in mediating such interaction effects. We found the positive effects of concrete message on attitude toward the company and purchase intention were more prominent for Koreans with high uncertainty avoidance than for Americans with low uncertainty avoidance.
This study also found that Koreans' relatively more positive responses to the concrete (vs. abstract) message could be explained by different levels of perceptions regarding the CSR campaign message and the CSR activity between two countries. More specifically, Koreans showed more positive attitude toward the company in response to the concrete message than to the abstract message because the concrete message was more likely to lead them perceive that the company incorporated socially responsible activities into its business (i.e., perceived CSR). Additionally, Koreans showed greater purchase intention in response to the concrete message than to the abstract message because the concrete message was perceived to be more clear, and it contributed to generating higher perceived CSR.
This study contributes to the international advertising and public relations literature by applying the cultural dimension of uncertainty avoidance to the CSR campaign context. Unlike the cultural dimension of individualismcollectivism (Hornikx & O'Keefe 2009 ) that has received much empirical research attention, the cultural dimension of uncertainty avoidance has been relatively the under-examined. Therefore, this study's findings offer empirical evidence that cultural differences in terms of the level of uncertainty avoidance is an important factor influencing CSR campaign outcomes.
Although Maio and Haddock (2007) noted cultural differences may function "as an enabler of persuasion but not as an elicitor of persuasion" (p. 578), little empirical research attention has been devoted to examining potential mediators to provide an explanation for why the effects of message characteristics vary by cultural difference (Taylor 2002; Taylor 2005) . While prior research has examined perceived message clarity and perceived CSR in the context of advertising creativity (Kim et al. 2010) or treated it as one of communication outcomes (Lin et al. 2011; Stanaland et al. 2011; Tian et al. 2011; Yalch & Elmore-Yalch 1984) , this study tested it as a mediator that can explain for why there are cross-cultural differences in response to the concrete vs. abstract messages. Based on this study's finding, advertising practitioners are advised to create clear and easily understandable messages for cultural groups with high uncertainty avoidance in order to increase the likelihood of generating better communication outcomes.
In terms of two mediators, perceived message clarity mediated the effects of concrete (vs. abstract) Fig. 4 A multiple mediation model for Americans. Unstandardized regression coefficients from a bootstrap analysis are provided along the paths, with effects on attitude toward the company outside brackets and effects on purchase intention inside brackets. Note. c is the total effect, which refers to the effect of concrete message on outcome variables without two mediators, and c' is the direct effect, which refers to the effect of concrete message on outcome variables after controlling for two mediators. ***p < .001 message on purchase intention only, whereas perceived CSR mediated the effects of concrete (vs. abstract) message on attitude toward the company and purchase intention. The finding seems to suggest that perceived CSR could better explain Koreans' positive communication outcomes in response to the concrete message. In other words, Koreans' higher perception of message clarity in response to the concrete (vs. abstract) message did not lead to attitude toward the company. Although this study showed relatively positive effects of the concrete (vs. abstract) message on attitude toward the company and purchase intention mediated by perceived message clarity and perceived CSR for Koreans, Americans did not show any significant differences in response to both the concrete and abstract messages. This finding for Americans might be explained by universally positive attitudes toward CSR activities and campaigns among consumers, regardless of the message content features (Gonzalez 2007; Nan & Heo 2007) . Consequently, this may have caused insufficient variability in scores for attitude toward the company and purchase intention for Americans.
This study also makes meaningful contributions to international advertising and public relations literature by using multiple mediation analyses (Preacher & Hayes 2008) . Previous research has been conducted to demonstrate the relative advantage of a match between what campaign messages adopt message strategies or executional techniques and what the message recipients considered them well-aligned with their cultural values (Garcia & Yang 2006; Han & Shavitt 1994; Reardon et al. 2006; Zhang & Gelb 1996) . Testing potential mediators in conjunction with the interaction between message strategies and audiences' cultural characteristics has been limited, however. Thus, this study addresses the gap in the literature by adopting multiple mediation analyses. This study's findings offer useful practical implications for developing effective campaign strategies, particularly focusing on how to effectively communicate CSR activities. Communication practitioners implementing CSR or CRM campaigns across different cultural groups should carefully examine audience's cultural backgrounds and their impacts on individuals' message processing, and develop culturally adaptive messages. For instance, individuals with a high level of uncertainty avoidance are likely to purchase life insurances (Chui & Kwok 2007) . In case insurance companies try to communicate their CSR activities with their consumers, they are advised to include specific information in their CSR messages in order to maximize the marketerintended effects and effectiveness. In other words, this study contributes to developing message strategies for effective CSR campaigns by focusing on individuals' cultural values.
The multiple mediation approach also offers implications for communication practitioners. Mediators are considered more proximal outcomes of campaign messages than other outcomes, such as message recall, attitude toward the company, and purchase intention. Given that it is not always easy to directly change consumers' memory, attitudes, or purchase intentions through a single campaign message (Hornikx & O'Keefe 2009 ), practitioners could develop message strategies aiming at changing proximal outcomes (i.e., mediators), instead of distal outcomes (e.g., recall, attitudes, and purchase behavior). For example, practitioners are advised to focus on developing message strategies that can produce favorable message perceptions or evaluations among individuals of strong Confucian values as a way to generate desirable communication outcomes (Kim et al. 2010 ).
Limitations and suggestions for future research
This study has some methodological limitations. Since this study used college students enrolled in Korean and American universities, which are not representative of Koreans and Americans. Consequently, the findings might not be generalizable to the general population of Koreans and Americans. Additionally, the experimental stimuli were created by the researchers, which may affect ecological validity. In order to address the methodological limitation of this experimental study, future researchers are encouraged to conduct survey research to examine a relationship between cultural values (e.g., uncertainty avoidance) and message preference with a representative sample (e.g., Bae & Kim 2013) .
Considering the study limitations and building on this study's findings, future researchers are encouraged to replicate this study in other contexts. For example, future researchers should consider replicating this study in the context of other corporate marketing communications, such as CRM, since different cultural groups have different responses to messages promoting a company's donations to worthy causes (Kim & Johnson 2013; Lavack & Kropp 2003) . Additionally, given that Du et al. (2010) suggested that communication channels are likely to play an essential role in CSR communications, future researchers are encouraged to focus on the different media (e.g., television and social networking sites) in affecting the effects and effectiveness of CSR campaigns across countries. 
